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Ideas From Leading Experts in Financial Planning
TrendWatch
The estate tax deferral and pay
ment period may be extended for
up to 14 years for qualifying closely
held businesses. If 35% or more of the
value of a descedent’s estate comes

Universal Life Insurance:
Key Issues Financial
Planners Should Know

What’s Inside

By James A. Shambo

An Insurance Checklist

3

from interest in a closely held business,
IRC Section 6166 permits the deferral
of federal estate tax on the business
for up to five years from the date the
estate tax return is due to be filed.
Moreover, if the heirs or estate elect
IRC Section 6151, they can make
payments of the estate tax in two to
ten installments once the deferral has
ended. The first payment is due at the
end of the deferral, and the heirs have
a year before they must pay each
following installment. Source: Journal
of Taxation ofEstates and Trusts, Fall
1990, pp. 14-21.

JamesA. Shambo, CPA/APFS, Shareholder,
Sanden, Shambo & Anderson, PC, Colo
rado Springs, CO, shows how to master
policy illustrations and warns about the
uncertainty of the insurance industry's
financial soundness.

Survey of PFP Courses in
Colleges and Universities
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Working with the Local
Print Media
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Use of APFS Designation
Permitted in California
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The use of term insurance is likely
to rise as costs continue to drop.

Continued on Page 2

Today, term insurance makes up about
20% of all individual insurance poli
cies and accounts for about 39% of the
face value of new policies issued. But
planners can expect both these figures
to rise as the costs of term insurance
decline. In the mid-1960s, for example,
a 44-year-old nonsmoking male could
purchase $1 million of renewable term
life insurance for about $3,300. Today,
a similar policy could cost him $1,100
or less. Term policies have definite
uses. For example, such a policy may
be right for a young homemaker who
cannot afford permanent coverage.
Or it may be appropriate for a client
with a finite need such as having more
than one child in college at the same
time. When helping a client evaluate
term insurance, the planner should
point out several potential pitfalls. For
the most part, premiums for annually
Continued on Page 2

Universal life insurance is noted for
its flexible features. It allows policyholders to adjust their premiums, cash
values and level of protection during the
policy term. While universal life is one
of the more flexible life insurance poli
cies, many financial planners find com
paring policy illustrations frustrating.
Some illustrations use assumptions that

A Forecast of Financial Trends in the 1990s
By Michael Lipper
Michael Lipper, CFA, Chief Executive
Officer, Lipper Analytical Securities
Corporation, New York, NY, forecasts what
financial planners can expect in the
coming decade. The author is a portfolio
manager.

This article should give personal
financial planners an overview of what
to expect in the 1990s. The approach
to this forecast is three-fold. It exam
ines: (1) the behavior and needs of
clients; (2) the changing elements of
the investment outlook; (3) the changes
in the financial marketplace, which
includes personal financial planners and
investment companies.
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Clients’ Changes
Financial planners can watch for
several changes in their clients’ needs
and expectations:

■ More planners will realize that clients
make investment decisions more on
the basis of theirpsychographics than
their demographics. Personality and
lifestyle (present and future) have
more to do with a client’s asset mix
than level of income, age or family
status. This approach requires the
planner to be more of an attentive
listener than a statistical compiler.

Continued on Page 4
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Universal Life Insurance:
Key Issues Financial Planners Should Know

Continuedfrom Page 1

Continuedfrom Page 1

renewable term policies that do not
guarantee a premium are lower during
the first four or five years than the
premiums of term policies that do
guarantee a premium. But over a tenyear period, this gap may close or
disappear. Carefully review the pro
jected premiums (which will be charged
after the guaranteed rate elapses) and
determine if any requirements must
be met to minimize outlays. Also take
into account the quality and breadth
of permanent policies the insurer offers
to which the client may convert during
the life of the term policy. Source:
Estate Planning, September/October
1990, pp. 310-312.

simply cannot be achieved with the
company’s investment portfolios. Worse
yet, many illustrations have hidden en
hancements that improve the projections,
making comparisons between two prod
ucts impossible. The “need” to sell has
resulted in what is referred to as “illus
tration wars.” Planners need to under
stand specific policy illustrations so they
can help their clients sort through these
issues.

Living trusts: a boon or a bane for
the heirs, depending on the estate.
Living trusts, sometimes pitched as
“loving trusts” allow clients to bypass
the long and costly probate process
required of a will. Such trusts can be
a boon for the heirs of particularly
large or complex estates. For example,
if the descedent leaves real estate
holdings in different states to his or
her heirs, the heirs must file a will and
go through probate in each state.
Living trusts can avoid this. On the
other hand, such trusts can be more
trouble than they are worth for many
clients. One potential pitfail is the
cost ($2,000 to $8,000 to create the
initial document, plus charges to transfer
assets, redraw deeds and change titles).
By the time all these costs are added
up, filing a will may not be much
more expensive in some states — and
the will can be much less compli
cated. In addition, the planner should
advise the client to name a trustee
who is up to the job. Living trusts
require continuous maintenance, in
creased paperwork and filings with
the IRS. Source: Financial World,
October 30, 1990, pp. 76-77. ♦

Contract Interest Rates
Most policy illustrations project cash
value accumulations using three sce
narios: (1) a guaranteed interest rate; (2)
a current interest rate; and (3) an assumed
interest rate. An unreasonably high inter-

“ Planners need to
understand specific
policy illustrations so they
can help their clients sort
through these issues”
est rate will obviously appear better than
those illustrating a realistic interest rate.
How reasonable is the projected cur
rent yield? The higher current interest
rates are, the more likely the projection
will present unreasonable long-term ac
cumulations. Any projections using inter
est rates in excess of historical long-term
performances in all likelihood will not
be achieved. Projections in excess of 8%
should be viewed cautiously. A review
of the carrier’s portfolio can help the
planner in this effect.

Interest Rate Bonuses
Interest rate bonuses can enhance
even moderately quoted illustrations. For
example, a 1% interest bonus for poli
cies held 10 years will significantly en
hance cash value accumulations. Quite
often, however, these bonuses are not

guaranteed. Review the projected cash
values each year and look for years when
the increase appears high. This usually
occurs in years 10 or 20 and will signal a
bonus feature. Ask the agent if any rate
bonuses are presented in the illustration
and if they are guaranteed. It is impera
tive to get guarantees in writing.

Contract Mortality Charges
Cash value accumulations are not only
a function of the interest rate paid on
accumulations, guaranteed or otherwise,
but also of the amount of premium dol
lars invested. Two policies quoted with
an 8.75% contract rate still can result in
significantly different accumulations de
pending on how much of the premium
is allocated to mortality charges.
Mortality charges are stated as a cents
per $1,000 of coverage per month, and
increase substantially with age. Quarterly
surveys performed by the A.M. Best Co.
for forty-five-year-old male nonsmokers
with a policy face value of $100,000
showed a median current mortality charge
of 22 cents per thousand per month. The
guaranteed median, however, was 28.8
cents. The spread between these two rates
represents risk to the policyholder. The
greater the spread, the more the company
can increase the pure insurance cost. As
more premium dollars are used for in
surance, fewer are used to accumulate
cash values. If the company can increase
the mortality charges by 50% over the
current quote, your clients’ plans for use
of those funds 20 years later will be al
tered significantly.
If guaranteed mortality charges exceed
those used in the illustration by more
than 30%, the policyholder assumes an
unreasonable risk and it is probable that
cash value projections will not be
achieved. Second-to-die policies gener
ally have a much larger spread between
guaranteed and current charges, reflect
ing the industry’s uncertainty in pricing
these policies. Exercise extra caution with
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universal products when using
survivorship provisions. Beware of pro
jected improved mortality rates; there is
no guarantee that such rates will improve
over time.

Modified Endowment Contracts and
Policy Loans
The premium flexibility of universal
life policies issued after June 21, 1988,
should be used cautiously. IRC Section
7702 defines the guidelines to meet the
seven-pay test and provides “recapture”
provisions if a change occurs in the first
fifteen years and reduces benefits under
the contract [7702 (f) (7) (B)]. (See the
December/January 1989 issue of The
Planner.)
Policy loans outstanding upon surren
der or at the time of an IRC Section 1035
exchange could trigger taxable income
to the extent cash values exceed premi
ums paid. Policy loans used to pay pre
miums on policies that fail the seven-pay
test can also trigger taxable income. Also,
distributions made within two years prior
to the failure of the seven-pay test are
considered to be made in anticipation of
a failure and also are taxed to the extent
cash values exceed premiums paid.
In addition to the income tax, a 10%
penalty applies on amounts includable
in gross income for taxpayers under age
59 1/2 or otherwise not eligible for ex
ceptions to the premature withdrawal
rules.

Financial Soundness
A review of the company’s asset mix
can help determine the likelihood of
achieving the illustration projections. A
company heavily invested in cash, for
example, can hardly be expected to
achieve a 10% rate of return to the in
vestor after all costs and profit. Compa
nies with moderate surpluses, or exces
sive high-yield bond reliance may be
more susceptible to downturns in the
economy. High junk bond concentration
may jeopardize a company’s ability to
pay claims. National Underwriters “Pro
files 1990 Life Insurers” provides infor
mation about the ratio of “non-invest
ment” grade bonds to adjusted surplus.
The total industry average of 49.3% can
serve as a benchmark for comparison of
carriers. Junk bonds exceeding 100% of
adjusted surplus, which is not uncom
mon, should cause the planner to en
courage clients to look for additional
quotes. For more information, contact:
National Underwriters
505 Gest St.
Cincinnati, OH 45203
1-800-543-0874
The strongest companies maintain
surpluses of 1% of insurance in force to
allow for adequate claims-paying ability.

Ratings Services
The crisis in our savings and loan in-

An Insurance Checklist
Is Your Client Buying the Best?
You can use this checklist to find
out more about the insurance your
client is buying.

■ Determine current, guaranteed
and assumed interest rates and
look for interest bonuses. If only
the guaranteed rate is achieved,
will the policy lapse or will addi
tional premium payments be re
quired? Is the client prepared for
this possibility?
■ Compare the schedule ofmortality
charges and expenses to others.
Shop around if the spread be
tween current and guaranteed
mortality rates exceeds 30% or the
charges exceed the median or

comparable amounts for your
client’s age.
■ Review A.M. Best Co. and Stan
dard and Poor’s’ ratings. The
agent should provide this infor
mation, or you can maintain the
services in your library.
■ Review the insurance company’s
asset mix by reviewing their fi
nancial statements. Beware of
high concentrations in real estate,
cash or speculative investments.

■ Know the agent well. Virtually
nothing compares with an agent
truly interested in meeting your
clients’ needs. ♦
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dustry caused record foreclosures and
staggering losses. The planner should
consider the financial health of the car
rier as the 1990s could bring a similar
crisis to the insurance industry.
A.M. Best Co. rates insurance compa
nies based upon their historical financial
strength. A rating of less than excellent
should give most clients a reason to pause
before signing on the dotted line. An ex
cellent rating, however, does not tell the
whole story. Remember, the rating system
is based on historical data. Executive Life
of New York, for example, had an excel
lent rating just a few years ago. Heavy
investing in junk bonds, however, now
jeopardizes its ability to meet claims.
The company’s asset mix and net yield
on invested assets are provided by A.M.
Best Co. In addition, Standard and Poor’s
rates approximately 100 companies and
focuses on their ability to pay claims. Su
perior rating symbols differ between the
two companies and should be understood
by anyone assisting clients in reviewing
policies. A.M. Best Co. offers a superior
rating as an A+ while Standard and Poor’s
uses AAA for the same rating. The A rating
at Standard and Poor’s indicates strong
financial security but ability to meet claims
is somewhat more susceptible to adverse
changes in economic or underwriting
conditions. To obtain more information
on these rating services, contact:
A.M. Best Co.
Ambest Road
Oldwick, New Jersey 08858
(201) 439-2200
Standard & Poor’s Corp.
25 Broadway
New York, New York 10004
(212) 208-8000

Premium and coverage flexibility has
always been universal life’s main advan
tage. The insured’s cash commitment can
change as needs and resources change.
Lower commission costs than those paid
on whole life policies is an added advan
tage. Also, when sufficient cash value has
accumulated, pretax earnings pay the
premium, reducing the effective cost of
the policy. Do not rely only on policy
illustrations when comparing companies.
The planner is the client’s best defense
against overzealous salespeople. The
complexities and intentional confusion
created by “illustration wars” makes the
role of the planner all the more critical. ♦
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A Forecast of Financial Trends in the 1990s
Continuedfrom Page 1
There will be young people who
will invest in intermediate maturity
high quality bond funds, and 97year-old great-grandmothers who will
invest in small company growth funds.
The spectrum of choices will be
along emotional lines as much as
investment lines. The better the planner
understands the emotional needs of
the clients, the better he or she can
serve them. For some, the satisfac
tion index may not be investment
performance, but whether the planner
is a good listener. Nevertheless, the
planner should pay attention to the
suitability issues in serving the
emotional needs. Future legal ac
tions may well be decided on the
quality of disclosure — and particu
larly on the disclosure of risks. Fee
based planning may have a better
time of this type of disclosure than
the transaction-oriented planning.

■ Planners need to understand how a
recession will affect mutual funds.
Much has been written about the
need to increase savings and reduce
borrowing. While these are desirable
actions, they will cause spending to
be less than in the days of highleveraged buying. Lower spending
will reduce sales, diminish profits
and increase unemployment — and
thus lead to a recession. The appeal
of lower spending will affect the
fund buyer also. A more conserva
tive attitude will likely focus more
investors’ attention on lower cost
alternatives. High sales charges, or
high fee funds, will attract a substantial
amount of investment dollars only
if they have particularly high valueadded characteristics or have very
successful selling and marketing
campaigns. In the ‘90s, planners will
need to understand the differences
in fund cost structures and their
trade-offs in terms of actual or per
ceived values.

homes and spouses much more fre
quently than in the past and there
are significant emotional, if not fi
nancial, changes involved in these
shifts. People are willing to pay moving
and alimony costs when the uncer
tain new looks better than the old.
Clients will accept the same type of
thinking in their investments. Higher
turnover of core investments may
well be dictated by changes in an
investor’s circumstance — new job,
home or spouse — or by a change
in the investment environment, such
as free trade with Mexico and Latin
America or the Clean Air Act. The
planner is going to be hard-pressed
to have a formula to fit these changes
into the client’s picture while the
client perceives the change.
■ More clients will outlive their income.
Through a combination of events,
people are living longer. This is
wonderful: Children will know their
grandparents and great-grandparents.
From a capital generation viewpoint,
however, the increase in our longevity
is a disaster. Except for a lucky or
prepared few, people are outliving
their capital. The population is rap
idly approaching a time when the
combination of its school years and
its retirement years will be greater

Investment Trends
Several investment trends also will
emerge in the 1990s:

■ The current decade will see smaller
investment gains than the 1980s did.
In the last decade the economy grew
modestly, but the equity and debt
markets produced significantly aboveaverage returns (see Figure I).

Analysts expect that the current de
cade will produce a rate-of-return
more similar to the twenty-to-thirty-

Figure I
General Equity and Long Term Taxable Fixed Income
Mutual Funds Averages
(Compound Growth Rates For Periods Ending December 31,1989)

■ Clients will hold their investments
for shorter periods. The old argument
of buying good assets and holding
them forever is losing its appeal.
Not because it doesn’t work, but
because it doesn’t fit into the client’s
changing life-style. Clients shift jobs,
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than its working years. As fewer
people have personal savings rates
in excess of 50%, they will, in the
end, consume all of the next
generation’s inherited capital.
Intergenerational warfare will not
be pretty and it can be avoided
only if huge amounts of capital are
generated to pay for the increased
longevity. The planner needs to ex
tend the proposed spending years
from as little as ten to as long as
thirty-five. Thus, the normal move
to lower equity exposure at midlife
may very well be a mistake. It is
ironic that in a period when we are
introducing capitalism to Eastern
Europe and Russia, we are
decapitalizing our own senior citizens.
This could lead to the ultimate class
revolution here.

AICPA
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year returns of 10-12% for equity
and 7-9% for fixed income.
■ Yields will probably be lower, too.
Lower yields may result from a de
cline in the embedded perception
of inflation. While a visit to the
supermarket or a local auto dealer
gives the impression of higher prices,
there are numerous deflationary trends
currently at work. The view expressed
on lower yields suggests that there
will be capital appreciation avail
able in long maturity bond funds,
but expect that gain in capital value

“ ...Clients make
investment
decisions...on the basis
of their psychographics.”
will come relatively quickly in the
early part of this decade. This view
may very well suggest a significant
lengthening in the average maturity
of most bond funds. In addition,
fund holders may choose funds with
longer maturities.

■ Less debt will be created. Expect this
not only for individuals and corpo
rations, but also at different levels
of government. Eventually, there may
be a shortage of debt instruments—
as ridiculous as that may sound, it
certainly could happen. If it were to
occur expect the shortage to be
come recognized later in the decade,
if not in the next millennium.
■ Net effective taxes will be higher. This
will be the result of several factors:
the need to reduce the operating
deficits at all levels of government,
and the recognition of underinvestment
in our infrastructure, environment
and educational system. Whether the
increase will be a function of in
come taxes and/or other payments
is not clear. The politicians will have
to learn how to raise tax revenues,
and still win elections. This will be
difficult, but is likely to happen to
some degree. If this does not hap
pen, investors in government pa
per, federal or municipal, will be
increasingly concerned about the
quality of their returns, at least in
terms of purchasing power. This means
governments’ interest costs could

rise dramatically. These concerns will
mean tax-exempt funds will con
tinue to be an important arena for
most financial planners to show their
expertise.

Marketplace Changes
I also expect the marketplace to
change in the coming years:

■ The excesses of the ’80s will lead to
greater regulation of our markets and
the economy. These changes are likely
to be presented as being pro-con
sumer, but they are likely also to
raise costs throughout the market
place. These regulatory changes will
highlight some of the past problems,
which may cause concern, and
investors will need assurance that
they are dealing with reputable people.
Thus, these changes will create an
opportunity for the more marketingoriented planner.
■ The number of mutual funds and
fund-related products throughout the
world will grow. The number of funds
will continue to grow, albeit prob
ably at a slower rate than we saw in
the ’80s. The selections will grow
not because there are so many new
investment ideas, but because there
are so many different distribution
systems.

■ Commoditization and securitization
both will grow at the same time. These
trends initially appear to be in op
position, but they are not. The first
trend is commoditization. Almost any
investment idea will be copied by a
large number of investment company
competitors, who will simultaneously
attempt to reduce the level of de
pendence on the creator’s idea. The
second trend is securitization. In
the future, there will be funds using
instruments that are not now viewed
as securities. The key to securitization
is standardization so that one element
can be compared with another and
easily traded. Thus, the concept of
securitization and commoditization
will not conflict, but essentially will
move in the same direction of me
chanically managed investments.
This forecast should help planners
think more about the future. By being
aware of the expected changes, plan
ners can prepare to meet the challenges
of the ’90s.♦
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Survey of PFP Courses in
Colleges and Universities
By Bernice Sobel
Bernice Sobel, CPA, and editor of The
Planner reports on thefindings ofa survey
of PFP courses offered by colleges and
universities.
The growth of any personal financial
planning practice depends, in part, on the
firm’s ability to find skilled practitioners. A
survey of the PFP courses and programs
offered by colleges and universities con
ducted under the auspices of the AICPA
PFP Division suggests that training in PFP
is not as commonplace in accounting
departments as it might be.
The survey’s authors, Don C. Marshall,
Professor of Taxation at California State
University at Fullerton, and Barry C.
Broden, Director of the Tax Institute at the
University of Hartford, presented a paper
based on their findings at the 1990 Annual
Meeting of the American Accounting As
sociation. Both presenters are members of
the AICPA PFP Professional Education
Subcommittee and have been active in
promoting PFP education in accounting
and tax academia. The purpose of the
study was to determine:

■ Which colleges and universities offer
courses or programs in PFP and what
kind of courses and programs are of
fered;

■ What types of courses and programs
are needed for students who want to
pursue a career in PFP and who should
provide the education;
■ How familiar academia is with devel
opments in the PFP practice area.

In November 1989, Marshall and Broden
mailed questionnaires to the heads of
accounting departments at 592 four-year
schools. Two hundred and ninety-four, or
49.7%, of the schools responded. The
results are not surprising. The survey in
dicates that only a small percentage of
accounting departments in colleges and
universities offer PFP courses or curricula.
Eighty-five percent of the respondents say
that they do not have any offerings in the
PFP area. Only 10% of the schools offer at
least one course in PFP while another 5%
Continued on Page 7
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Working with the Local Print Media
By Ilene Dorn Pollack
Ilene Dorn Pollack, APR, Media Consult
ant, Teaneck, NJ, advises on how to work
with the local press.

Developing a sound working relation
ship with the local press can help you
publicize your firm and demonstrate your
expertise and knowledge. In return, CPA
financial planners are a valuable resource
to the media. Establishing contacts with
members of the media, however, requires
effort, respect and time.
Once you have decided that you want
to work with the media, the first thing you
should do is to make a list of all the
business and financial topics you feel
competent and comfortable discussing.

Just for CPAs
You Can Do
Your Own PR
Public relations is a challeng
ing, exciting and effective way to
promote your practice. To help
CPAs develop their own public
relations efforts, the AICPA’s Com
munications Division has produced
a comprehensive handbook, Pub
lic Relations Guide for CPAs.
The Public Relations Guide for
CPAs teaches step-by-step proce
dures for a wide variety of public
relations activities, such as writing
press releases, coordinating special
events, developing direct mail
campaigns, placing advertising and
conducting media interviews. It also
explains ways to measure the ef
fectiveness of your PR programs
as well as how to get promotional
materials printed. A helpful bibli
ography is included and there is a
listing of speeches, brochures and
other items.
The Public Relations Guide for
CPAs will be available in December
through the Order Department (1800-248-0445 in New York and 1800-334-6961 outside New York).
The product number is 889628 and
the cost $6.00 per copy. ♦
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Then make a list of all the newspapers,
magazines and journals in your area that
carry stories on personal finance, taxes
and other related matters. You may want
to check your local library for media
directories that list this information.
To introduce yourself to the press, send
a short letter explaining your background
and expertise. Make sure you have a name
of a reporter or writer instead of addressing
the correspondence to “editor” or “busi
ness editor.” It has a much better chance
of being read when addressed to a person.
For example, if a particular reporter
covers accounting or personal finance
issues on a regular basis, address your
correspondence to him or her. If you don’t
know who the best person would be by
name, then call the newsroom to ascertain
the name.
You also can cultivate the media by
inviting them to events. For example, if
you run a seminar on personal finance,
invite the local media. If there is any
charge for the seminar, waive the fee for
journalists. Be sure to follow up by phone
to see if the media will be attending. Even
if the media does not attend, the seminar
gives you a good opportunity to let them
know who you are and your areas of
expertise.
If your firm issues a tax or personal
finance newsletter for clients, send copies
to appropriate business writers and re
porters. Make sure they are put on the
mailing list for all issues. Receiving the
newsletter will give them a resource of a
name or names to call in your firm when
a tax or personal finance story comes up.

Etiquette
When a reporter does call, try to make
every effort to speak to him or her as soon
as possible. Not getting back to a reporter
until the next day can often mean a lost
opportunity. Reporters work on deadlines
and those deadlines need to be honored.
It is a good idea to ask the reporter what
the deadline is. The deadline can be the
same day or it can also be next week. Even
if the deadline is approaching, find out
what the topic is and make arrangements
with the reporter to speak in a half an hour
so that you can collect your thoughts.
Additionally, instruct your staff that
reporters’ calls should be handled quickly
and efficiently. For instance, tell the re
ceptionist to let a reporter know when you

AICPA

are out of town. That way he or she can
move on to someone else if necessary.
There are some guidelines for handling
a press interview that you should follow:

■ Many reporters carry small tape record
ers. This should help you to be quoted
accurately. Most reporters will mention

“Developing a sound
working relationship
with the localpress can
help you publicize your
firm and demonstrate
your expertise and
knowledge”
their recorders. If not, assume that you
are being taped.

■ If the reporter uses words you do not
like or inappropriate language, do not
repeat them, even to deny them.

■ Your most important point, or your
“conclusion,” should be told up front.
Remember that in a story the main fact
is written first and the evidence and
supporting statements follow in sub
sequent paragraphs. This is also impor
tant for television or radio interviews,
where your support statements may be
edited out.
■ Speak in terms everyone can under
stand. Avoid technical jargon or ex
pressions.
■ Accept only the facts, figures and statis
tics you are familiar with. If confronted
with unfamiliar figures, simply say,
“I’m not familiar with your statistics, but
I would like to respond to your main
question.” You can also use this tech
nique if you know the figures are
correct and you don’t want to address
them.
■ Stick to your area of expertise. If you
don’t know something, say so. Promise
to check for further information or to
arrange for someone to be interviewed.
If it is not your area of expertise, don’t
try and fake it.
■ Remember, you’re always speaking “on
the record.” If you don’t want to read it
in the paper the next day, don’t say it.
You can speak about something “not
for attribution.” Most reporters will
honor your request not to be quoted,
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but it’s better to stay away from that
gray area.
■ Always offer to speak again or to ar
range an interview with someone else
who can provide additional informa
tion.
■ Keep your cool. No matter how petty
the questions, or how irreverent the
reporter, only your responses are
printed, not the reporter’s questions.

■ Respect the reporter’s professionalism.
After the interview is over, don’t ask the
reporter what is going to be done with
the material. And never ask to see the
story before publication.

“ Ifyourfirm issues a
tax orpersonal
finance newsletter
for clients, send
copies to appropriate
business writers and
reporters. Make sure
they are put on the
mailing listfor all
issues”
If the story doesn’t appear, or your
interview is left out, don’t complain. There
is limited space and decisions have to be
made on the value of your story in relation
to the news as a whole. If you were
cooperative, the reporter may remember
this and may interview you again.
Although these guidelines do not cover
everything, if you follow these basics, you
should find working with the press an
enjoyable and rewarding experience. ♦

Survey of PFP Courses in Colleges and Universities
Continuedfrom Page 5

of the schools offer a PFP program. The
survey indicates that the finance depart
ment plays a significant role in overseeing
PFP courses and programs in a majority of
schools because most PFP offerings were
in finance.
The prospects of seeing a PFP course or
program added by those colleges and
universities not currently having any PFP
offering is very small. Over 80% of all
respondents say that there was no current
interest in or plan to add a PFP offering.
The lack of resources and other high
priorities were often cited as reasons for
the lack of current interest. However, the
new 150-hour education requirements may
be the impetus for the addition of PFP
courses in the accounting curriculum.
Respondents were asked whether they
were familiar with the Accredited Personal
Financial Specialist (APFS) designation
granted by the AICPA Specialization Ac
creditation Board and the activities of the
AICPA PFP Division. Because the APFS
designation is a relatively new designation,
it was not surprising to find that respon
dents are unfamiliar with the designation.
Approximately 58% of the respondents
have little or no familiarity with the APFS
designation. Similarly, the respondents
were unfamiliar with the AICPA PFP Di
vision.
Marshall and Broden suggested a few
ways for promoting more PFP offerings in
colleges and universities. These recom
mendations include that: (1) CPA firms
should make students and accounting
faculty aware of PFP career opportunities;
(2) the AICPA PFP Division should help by
informing accounting professors about
recent developments in PFP and by assist
ing in PFP course or curriculum develop

ment; (3) accounting educators should
recognize the changes taking place in the
CPA practice and make curriculum devel
opments that reflects those changes; and

“ The growth of any
personalfinancial
planning practice
depends, in part, on the
firm’s ability tofind
skilled practitioners”
(4) educators should consider expanding
their accounting and tax course offerings.
Based on the results of the survey,.
Marshall and Broden plan to publish a
directory of schools that have PFP offer
ings. This directory will be designed to
provide information to those interested in
identifying PFP courses and programs
available. In addition, the Professional
Education Subcommittee is working on
developing model PFP course outlines
and curricula for schools interested in
establishing PFP courses or programs.
Although the finance department of
colleges and universities continues to play
a dominant role in PFP, Marshall and
Broden believe that accounting schools
can also play an important role in educat
ing qualified students for career opportu
nities in personal financial planning. To
assume this role, accounting and tax edu
cators will need to learn more about PFP.
Although some accounting programs
may be in a position to develop a PFP
program, probably at the graduate level,
the authors believe that the initial step for
most schools would be the addition of
introduction to PFP courses. ♦

$500 Prize
Write for The Planner and Demonstrate Your Expertise
You can demonstrate your technical
expertise and your knowledge of PFP
practice issues. We invite you to submit
manuscripts to The Planner. At the end
of 1991, we will award a $500 prize and
a handsome plaque to the author of the
article judged best by an Editorial Re

view Group consisting of PFP Commit
tee members and members of The
Planners staff. The winning article
must be timely and well-written and
must demonstrate the author’s techni
cal expertise. Members of the Review
Group are not eligible.

AICPA

The winner will be announced at
next year’s Personal Financial Planning
Conference.
For manuscript requirements and
other information, please call the AICPA
at 212-575-6588. ♦
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A Victory for the APFS
Use of APFS Designation Permitted in California
The Accredited Personal Financial
Specialist (APFS) designation may be
used in California. The California State
Board of Accountancy voted on August
4, 1990, to adopt standards for the use
of the designation.
Prior to this ruling, a California lic
ensee using the APFS designation was
considered to be in violation of the state
board’s Rules of Professional Conduct
(Sec. 63), which prohibits advertising
“in any manner which is false, fraudu
lent or misleading....” In 1989, the state
board notified an accredited personal
financial specialist not to use the APFS
designation. Armed with information
provided by the AICPA’s PFP Division,
the specialist challenged the board’s
decision.
After several months of discussion,

the state board decided to allow the use
of the APFS designation by the licensee
on his or her firm’s letterhead, business
cards and advertisements provided that:

■ The APFS designation may not be
part of the official name style. For
example, XYX Accountancy Corpo
ration/Accredited Personal Financial
Specialist;

■ The advertisement must clearly state
that the accreditation was issued by
the AICPA or another specific orga
nization. For example, AICPA Ac
credited Personal Financial Special
ist or Accredited Personal Financial
Specialist by the AICPA;
■ If the designation appears on the
firm’s letterhead, all partners or

shareholders in the firm must be
accredited. If all firm members do
not hold the APFS designation, an
asterisk and a notation should identify
the specific individual firm members
who hold the APFS designation and
by whom the designation was is
sued;

■ The accreditation cannot appear af
ter the licensee’s CPA designation.
For example, Joe Doe CPA/APFS.
The Connecticut, Massachusetts and
New Jersey State Boards of Accountancy
have an identical or similar advertising
rule allowing the use of the APFS des
ignation. Check with your state board
on how the APFS designation can be
used. If you should run into a problem,
contact Phyllis Bernstein at the AICPA,
at 212-575-5713.♦

Hurry! You Can Still Make the PFP Technical Conference
It’s not too late to learn how your practice can thrive and grow in the coming decade. WHEN: January 9-11, 1991. WHERE: The Hyatt
Grand Champion in Indian Wells, CA. REGISTRATION FEE: Only $495 for PFP Division members! Only $420 each for three or more
members from the same firm! FOR DETAILS: Call the AICPA at 1-800-969-PFP1. Time's running out: Call today!
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